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Th1·ifty meat cuts offer the same important minerals, body-building proteins, necessary fats and vitamins as expen-
sive cuts. Besides being a natural sollrce of thiamin (vitamin B,), this pork chojJ is an All-American flavor favorite 
/!!Leaf to 
Dorothy Ann Roost, '4I, discwses findings of Elmo 
Roper, well-known surveyor, on consumer food likes 
RECENT emphasis on better nutrition for the na-
tion brings a new responsibility to home econo-
mists. They now face the task of helping to educate 
the women of America who are eager to serve their 
families better balanced and better cooked meals. 
A survey on consumer habits of thinking with re-
spect to nutrition and particularly meat was recently 
conducted by Elmo Roper, the well-known surveyor of 
public opinion. Approximately 5,000 scientifically 
selected men and women of all income levels in all 
sections of the country were questioned in this study. 
Mr. Roper's organization found that 55.8 percent 
of the women are influenced by science in planning 
meals, and women are more interested in vitamins 
than any other nutritional factors. The importance of 
proteins and minerals in the diet is largely under-
estimated and there is a great lack of knowledge re-
garding the natural vitamin content of meat and 
other basic foods. 
Only 1.2 percent of the population is vegetarian, 
apparently, for 98.8 percent of all adults eat meat. 
When asked why they eat meat, 79.8 percent said that 
meat was the most satisfying food. In addition, 35.7 
April, I942 
percent said they preferred the taste of meat to any 
other food. Meat led all others as the food most per-
sons would be least willing to cut out of their diet. 
Low income families eat meat as often as higher 
income families, although this does not indicate the 
amount or quality of the meat eaten. However, neither 
group eats it as often as several nutritionists recom-
mend. 
Revealing how little the general public knows 
about nutrition, 75 percent consider pork hard to 
digest, and "not good for you," despite recent educa-
tional campaigns showing that all meat is 96 to 98 
percent digestible, and that pork is the greatest nat-
ural source of thiamin or vitamin B1 • 
The average consumer thinks that meat is expensive 
for the food value in it, "hard to digest," "fattening," 
lacking in vitamins and that its protein is unimportant. 
It is the job of the trained home economists to correct 
these erroneous ideas. 
Comparison of the attitudes of doctors and home 
economists shows that home economists are less favor-
able toward meat eating than doctors. Doctors are 
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more in favor of increasing meat in the diet than con-
sumers. A majority of women who gave their occu-
pations as "domestic science teachers" voted meat the 
most expensive food, disregarding the fact that meat 
is a rich source of such important minerals as iron and 
phosphorus, high quality body-building proteins, 
necessary fats and vitamins A, B complex, and G (caro-
tene, thiamin, niacin and riboflavin), and as such 
is an economical source of food values. 
Thirty-four percent of the women mentioned that 
they would like to have more information about meat. 
Knowledge about different cuts of meat, preparation 
and nutritional value are topics on which homemakers 
desire information. 
Recently the American Meat Institute has cam-
paigned to educate consumers on the thrifty cuts of 
meat. These have the same food value as better 
known, more popular and therefore higher cost roasts 
and steaks. Consumers, however, named many inex-
pensive cuts and reported that they had tried them. 
The survey indicates a serious need for educating 
consumers on nutrition; the almost superstitious beliefs 
in regard to many foods, especially meat, need to be 
dissipated promptly. There is also a need for home 
economics educators to brush up on recent develop-
ments in the field of nutrition, and to inform con-
sumers. No phase of the victory effort is of more 
fundamental importance than a thorough under-
standing of the simple fundamentals of modern nutri-
tion by the men and women behind the lines. 
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WIJ(Jf DfJes CfJffee 
H(Jve ffJ dfJ With 
HfJme C(Jnning 
Just this-this year you'll probably do more 
home canning than ever before. And you'll 
find the 1-lb., 2-lb., and 3-lb. Chocolate 
Cream Coffee jars perfect for canning and 
preserving. They hold one quart, two quarts 
and three quar ts respectively. Standard 
Mason caps fit the 1-lb. size, standard Kerr 
caps fit the 2-lb. jars; that's important to 
watch. You know what fruit jars cost-
6c to 9c each. Figure that you're saving that 
much every t ime you buy Chocolate Cream 
Coffee. 
VALUABLE COUPON 
IN EVERY POUND! 
It goes without saying that 
Chocolate Cream's fine cof-
fee, and every pound con-
tains a coupon. As you 
accumulate these coupons, 
they can be used to obtain 
such worthwhile premiums 
as Cannon Towels, Rogers 
Silverware, Vaculators and 
fine playing cards. 
Sold by All Independent: 
IOWA GROCERS 
